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Populaarikulttuurin tuotteet, kuten elokuvat, musiikki, televisio-ohjelmat jne 
näyttelevät tärkeää roolia jokapäiväisessä elämässämme. Muista kulutustavaroista 
tai teollisista tuotteista poiketen, populaarikulttuurin tuotteet ovat läsnä pääasiassa 
yksityiselämässämme ja vapaa-aikanamme. Tämä ei kuitenkaan vähennä niiden 
merkittävyyttä verrattuna aiemmin mainittuihin tuotteisiin, mikä tekeekin oikean 
markkinointi-strategian valinnasta näitä tuotteita markkinoitaessa ensiarvoisen 
tärkeää.  
Tämän opinnäytetyön tavoitteena on löytää olennaisia ratkaisuja yrityksille, jotka 
toimivat populaarikulttuurin parissa, markkinoiden tuotteitaan yhteistyössä 
faniensa kanssa. Tämän tavoitteen saavuttamiseksi, opinnäytetyö on jaettu 
kahteen pääosioon: kirjallisuuskatsaukseen, jossa käytetyimmät 
kuluttajamarkkinoinnin strategiat esitellään yrityksen näkökulmasta sekä 
empiiriseen osaan, jossa tarkastellaan fanien mielipiteitä liittyen fanikuntien 
käyttämiseen markkinoinnin välineenä.  
Empiirisessä osiossa saatiin tutkimusta varten luotuun kyselyyn 249 vastausta eri 
puolilta maailmaa. Tutkimuksessa käytetty kvantitatiivinen tutkimusmenetelmä 
mahdollisti suuren vastausmäärän keräämisen ja vastausten tilastollisen 
tarkastelun analysointivaiheessa.  
Johtopäätöksenä voidaan todeta, että akateemista kirjallisuutta ja kerättyä tietoa 
analysoitaessa osoittautui, että kahden erilaisen lähestymistavan yhdistäminen 
verrattuna yksittäiseen, uuteen metodiin, on hyödyllisintä tuotettaessa optimaalisia 
markkinoinnin strategioita sekä yrityksille että faneille.  
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Products of popular culture such as movies, music, television programs etc. play a 
very important part in our everyday lives. Unlike consumer or industrial goods, 
pop cultural goods are mostly present in our private lives and free time, but it does 
not mean that their importance is any smaller than that of the previously 
mentioned two. Therefore, choosing the right marketing strategy for promoting 
them is crucial. 
The aim of this thesis was to find relevant solutions for companies dealing with 
pop cultural goods to market their products in cooperation with fans. To be able to 
reach this aim, the thesis consists of two main sections: the literature review, in 
which the most popular B2C marketing strategies are presented from the 
company‟s point of view and the empirical study, in which the opinion of fans are 
asked about marketing through fandoms. 
In the Empirical study, a self-constructed questionnaire was published, which 
received all together 249 responses from all around the world. The research study 
used a quantitative study method, this way it was possible to gather a target 
number of responses and during the analysis phase the answers could be 
quantified and used for gaining statistical results. 
In conclusion, after comparing the information gathered through academic 
literature and the data collected with the help of the questionnaire, it became clear, 
that not a single - new method can be created, but the two types of approaches 
should be combined together in order to create marketing strategies optimal for 
companies and fans alike. 
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1 INTRODUCTION 
1.1 Introducing the research problem 
In our highly competitive world it is getting more and more difficult to 
differentiate a company‟s products from their competitors‟. This is not only a 
problem in case of industrial products, but also in case of products of popular 
culture. 
Marketing pop-cultural products to customers is just as difficult as marketing 
business to business. Because of the big volume of consumers and the 
competition, there is even a bigger pressure on the company to perform better in 
the field of marketing and public relations to attract as many consumers as 
possible. 
Many companies have already recognised the hidden marketing opportunity in 
fans and fan bases; however only a few of them have been able to utilize them to 
their fullest, as fans are still not too willing to participate in the marketing process. 
As a member of many fandoms myself, I thought I would have the insight to this 
matter both as marketer and as a fan, and I would also be able to gather 
information from fans all around the world and so be able to form a well-rounded 
study that could help companies in the future to utilize the marketing potential 
hidden in fandoms. 
1.2 Background of the study 
This thesis studies the marketing opportunity fan bases could provide to different 
production companies, television channels, artists and musicians.  
The aim of this study is to find out what techniques most companies use to create 
online buzz about their products and services, and what fans of the products find 
interesting, which one they respond to positively, which channels they rather 
avoid and this way trying to create the best possible method to involve fandoms in 
the marketing process. 
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1.3 Focus of the research 
The research topic of this thesis is “Utilizing fandoms as a semi-controlled word-
of-mouth in popular culture”. This topic deals with online marketing, the use of 
social media in order to create a buzz about the company‟s product (which in this 
case is mostly different products of popular culture) and involving fans in the 
marketing process as well.  
As the internet and the online communities operate internationally, this study is 
not going to have a specific geographical area to focus on, rather the subject of 
this research is the “population” of social media sites.  
The goal was to create a study, where the opinions of the two main parties, the 
companies (and the scholars) and the fans about the marketing opportunities open 
to the companies to promote their products can be not only compared, but to come 
up with a marketing solution desirable for both parties.  
1.4 Structure of the study 
This study consists of two main sections: the theoretical overview and the 
empirical study. 
In the theoretical framework, the most important concepts connected to popular 
culture, fan culture are going to be introduced, as well as the most relevant aspects 
of B2C online marketing from the company‟s point of view are going to be 
reviewed– what marketing channels and strategies have been proven successful 
for a company during the years; while in the empirical study the opinions of fans 
are going to be analyzed, gathered through an online survey in one and a half 
months about in what type of marketing they are most likely to get engaged in, 
what fans usually respond to as fans and their overall opinion on hashtags.  
The main aim of this study is to find at least one, or possibly more, online media 
channels that are considered successful from the corporate point of view and 
attractive and practical from the fan point of view. 
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2 THEORETICAL FRAMEWORK 
In this chapter three important topics related to the study are going to be discussed 
thoroughly, divided into three different subchapters: popular culture, fan culture 
and marketing. 
In the subchapters, the different related concepts, academic findings and relevant 
studies and research are going to be discussed and analyzed.  
2.1 Popular Culture 
In this subchapter popular culture and the most important and relevant concepts 
and theories are going to be introduced and discussed: what is popular culture, 
what are the most important channels that popular culture can travel through, what 
is mass media, what are its traditional and new channels and what are the most 
important advantages of the new type of mass media over the traditional channels. 
2.1.1 What is popular culture? 
In our modern Western society, culture as it is can be divided into two main 
segments based on their value in the eyes of society, and their contribution to the 
growth of a society: high culture and low culture (Storey 2006, 6). As their names 
imply, these two types are in contrast with each other: while high culture focuses 
on different art forms and pieces of art that are considered to have the highest 
value by a society or a group of people and is mostly followed by the high class or 
elite of a society, low culture -often called popular or mass culture- focuses on the 
culture available to and sought by the masses –middle and lower class people- and 
often it is considered to have very low or no added value to society (Storey 2006, 
9). 
Things that are considered high culture are, for example ,classical music, classical 
literature, fine arts (especially paintings), art films (also often called „independent‟ 
as they are not produced by big, multinational production companies) etc. The 
most important areas of low culture are products of the so called „culture industry‟ 
(Adorno & Horkheimer 1944; Taylor & Harris 2008, 68-70) and mass media – 
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such as television programs movies, different popular genres of music, magazines, 
comics etc. (Curtis 2013). 
Even though today we cannot talk about a refined distinction between low and 
high culture, if we would have to identify popular culture as either of them, it 
would rather belong to low culture than high culture, as its elements can mostly be 
connected with characteristics of low culture. However, with the appearance of, 
for example, the Internet, quality television programs and comic books, the 
position of popular culture is even more unidentifiable than before.  
Another important aspect to this argument is, that often, products of popular 
culture with the passing of time often “evolve” into things that are considered to 
be high culture (Storey 2006, 6). In many cases people think that both cultures 
represent something negative, worthless or trash. However, it is mostly not the 
case. Even though popular culture belongs to the group of low culture, the two are 
not inevitably the same.  
Popular culture -or often called mass culture-, as the name tells us, is for the 
public, for the masses (Delaney 2007). Popular culture attracts the biggest 
audiences over the types of cultures: nearly all non-elite classes follow it such as 
the middle, the working an even the lower class.  
It mostly involves fields that interest most people outside their professional life, 
mostly during their free-time such as music, film, television, sport, magazines and 
comics, fashion, dance, radio etc. Popular culture also transmits and promotes the 
mainstream products and ideas of a community (Curtis 2013).   
2.1.2 The traditional channels of popular culture and mass media 
As popular culture already appeared before the technical age, although it was 
mostly identified as the culture of the lower classes opposing the “official culture” 
used and promoted by the educated upper middle class and the elite (Wertz 2010), 
a sufficient information mediator was needed to transmit information towards 
people interested in a given topic.  
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This is why with the invention of the printer in the 15
th
 century, a very 
rudimentary form of mass media, the newspaper was born. With the help on this 
new kind of information channel, it was possible to reach big groups of people 
and provide them with information in a relatively short amount of time.  
However, in the beginning of the 20
th
 century, with the appearance of electricity, 
new forms of media channels were founded; first the radio, then motion picture 
and from the mid of the century the television. These three mediums definitely 
changed the scene of communication, establishing the mass media we know today 
(Briggs&Burke 2010, 1).  
Thus, according to Hongcharu (2009, 31), until the end of the 20
th
 century, the 
most important mass media and popular culture channels could be divided into 
three main categories:  
- printed (such as books, magazines, comics),   
- broadcasted (like radio, recorded music, films or television content) 
- supportive media (flyers, advertisement materials, promotional marketing 
products, T-Shirts, pens etc.) (Belch&Belch 2009, 443) 
2.1.3a  New channels of popular culture and mass media 
With the appearance of the Internet in the late 1990s, new opportunities have 
emerged for the mass media to spread.  This basically meant that all the 
previously used, traditional media channels could go viral, and have an electronic 
equivalent of them on the Internet. (Hongrachu 2009, 32) Most of the already 
existing magazines, TV channels as well as radio channels started their internet 
based services, where users could basically get the same (or nearly the same) 
content as they would get through the original source.  
At the same time, new webpages like YouTube and The Huffington Post (both in 
early 2005) and most of the social media pages were founded, providing new 
sources of information and services, independent of the traditional channels. 
These new kind of channels offered a new type of communication between the 
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sender and the receiver, which in this case was a two-way communication channel 
– the receiver could easily react to and give instant feedback to the sender.  
As the internet and the new media channels became available for more and more 
people during the first decade of the 21
st
 century, a new tendency was on the rise. 
People gradually started using all these new, internet based media channels more 
often than the traditional channels of mass media. 
Today, media accessible with the help of Internet is becoming even more popular, 
thanks to the appearance of applications and websites that offer the same services 
as television and radio such as Netflix, Hulu, Spotify or iTunes, at  a considerably 
lower price than the previous channel. Another important technical development 
is Digital Video Recorder (DVR) that even though is not connected to the internet, 
can offer an evolved type of television experience. These services are not only 
available through PCs, but laptops, tablets and smart phones – this fact also helps 
them gain popularity, as people in this fast paced world do not have enough time 
to spend in front of their television, but with the help of these portable devices, 
they can access their favourites wherever and whenever they want to. 
According to a study about the third quarter of 2013 (Nielsen – 
MarketingCharts.com, 2014) in the United States, people are progressively 
watching less television in favour of getting the same information over the 
internet. Even though many people have predicted a dramatic change in the 
popularity of either media channels since the appearance of these online services, 
it was not the case in real life.  
The most recognisable change is in the age group of 18-24 (the most active age 
group of the Millennials), in which people have watched an average of 20 minutes 
less television in the third quarter of last year compared to the same period in 
2011 - this makes 7% of the total time amount of 21.75 hours/week (the decline is 
2 minutes/day), which is a considerable change, even though researchers expected 
a much bigger percentage of decline in watching television.  
In regard of the total population (everyone over the age of 2), even though the 
number of viewers increased by 1 million, the TV consumption decreased by 17 
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minutes a week (to 31 hours and 52 minutes of watching television a week), 
which could turn into a considerable amount in the long run.  
2.1.3b Advantages over the traditional channels   
The advantages of the new, online media channels over the traditional channels 
can be divided into two main groups based on Hungrachu (2009, 33-35):  
a, Advantages for the provider: 
 much broader, even global audiences can be reached 
 considerably cheaper to operate 
 getting instant feedback from the audience 
 easier to measure the popularity of the medium – several services are 
available directly for the company 
 no need for outsourcing, as the online operations are less complicated 
 more revenues – from making the content available through different 
online channels (webpages, apps, other services) 
b, Advantages for the receiver: 
 easy and fast access to all the required information and content – it is only 
bound to internet connection 
 it is possible only to see/hear those contents that are interesting for the 
receiver (eg. no constant, inescapable ads, like on television or radio) 
 the receiver only has to pay for the actual content that they would like to 
enjoy, no need for buying extra services 
 instant  and constant information flow  
 the receiver can join the communication process by being able to give 
comments and feedback in real time 
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2.2 Fan culture 
In this subchapter, the topics of fans and fandoms are going to be discussed in 
depth, dealing with the definition of fans, fan culture and fandom. Also a quick 
review of history of fans will be examined and  theorieson the new “breed” of 
fandoms, the online fandoms will be reviewed.   
2.2.1 Definition of fans, fan culture and fandom 
According to the Oxford English dictionary, a fan is a person with strong interest 
towards a sport, form of art or a famous person. It originated from the United 
States in the second half of the 19
th
 century, the word comes from an abbreviated 
form of fanatic, and it was mostly used for fans of different team sports or specific 
sport clubs (especially from the early 1900s on), such as football, baseball or 
cricket. 
Originally, fans were mostly associated with low culture, as films, popular music -
all genres except for classical music-, sports etc. were considered products of low 
culture. With the line between low and high culture  gradually getting blurred, it is 
often the case that people are fans of things that belong to both high and popular 
culture at the same time- there is no strict rule that would define a person a fan of 
solely one type of culture. 
According to the Merriam-Webster online dictionary, the word „fandom‟ was first 
used in 1903 and originally means a collection or community of people sharing 
the same interest. Even though the word fandom is used in the same context, 
today the meaning of it has slightly changed in a way that now fandom refers to a 
highly connected, self-organized community of fans, who follow the topic of their 
obsession together, participate in social events, such as conventions, together and 
spread the word about the topic as well. 
2.2.2 Brief history of fans and fandoms 
Since the ancient times, fans have  played an important part in the success story of 
many artists, writers and poets and in the popularity of athletes or sports.  
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However the first modern fandom was formed in the late Victorian era in 
England, when a constantly growing group of people shared common obsession 
over Sir Arthur Conan Doyle‟s stories of Sherlock Holmes and greatly affected 
Conan Doyle‟s success and the fate of his stories. When Conan Doyle killed off 
his detective in The Final Problem (Strand Magazine, 1893), fans of the books 
protested together as a community against ending the stories for nearly a decade, 
and demanded Conan Doyle to somehow “resurrect” their beloved hero (Brown 
2009). This way a new, strong type of base of supporters was born; so strong that 
in many cases they could affect the future of their subject of interest as well as 
they also started creating content related to the original topic, this way adding an 
extra value to both the community and the topic (Harrington 2011). 
During the first half of the 20
th
 century, as different aspects of popular culture - 
especially in case of different team sports, the film industry and popular music- 
grew of big popularity, people started to form smaller communities of people who 
shared the love for the same thing. 
However, the big boom for fandoms and fan culture started off with the 
appearance of the hit television show Star Trek in 1966. As the popularity of the 
show grew, more people felt a special connection to it, and considered themselves 
fans of the series. Fans of the show have formed a tight community that was 
growing by every aired episode, and they started calling themselves the „Trekkies‟ 
(Hellekson & Busse 2001, 41-58). 
With the growing popularity of visual media, especially television and cinema, 
and the appearance of movie and television series franchises in the 1960s and 
1970s, more fandoms, especially science fiction fandoms started to form. The 
most important, newly established fandoms were related to Star Trek, Star Wars 
(the first movie was screened in 1977) and Doctor Who (on air on BBC since 
1963) (BBC 2013).  
This does not mean that only these three had fans- just like today many 
phenomena had fans; another good example for having a massive number of fans 
and building a fan culture around the “brand” was The Beatles in the 1960s and 
early 1970s. The only difference between the fans of The Beatles and the science 
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fiction fandoms was that the fans belonging to the fandoms were more likely to be 
referred to as a tight community, rather than just a group of individuals. 
Today basically everything has fans, and fandoms can consist of a few hundred 
people up to hundreds of thousands or even millions of fans – the biggest fandoms 
are global, and are still related to mostly visual media (television and movies and 
also their original book/comic versions – Harry Potter, Lord of the Rings, Doctor 
Who, Star Wars, Breaking Bad, Game of Thrones etc.), music (such as Bruce 
Springsteen, Beyoncé, Lady Gaga, among others) and sports (American football, 
soccer and basketball teams) (Adalian et al 2012) (Knobleuch 2014). It is, 
however, very difficult to make a de facto list of the most popular and biggest 
fandoms as it is very difficult to measure the actual number of fans belonging to 
them. 
2.2.3 Online fandoms 
According to Booth (2010, 20-22) in our highly technology driven age, fandoms 
have mostly transformed into „digital fandoms‟. Digital fandoms look at fandoms 
as a communities rather than examining the single individuals in them. They also 
add that these communities are built of people who not only enjoy a specific 
media object, but also create additional contents about it. 
The most important feature of digital and online fandoms is that of course, the 
members are connected to each other through the internet globally. Because of 
this connection, now it is possible to belong to a fandom regardless of place of 
living, age or gender. The internet has made it possible to connect fans loving the 
same subject all over the world. 
Online fandoms are just like traditional fandoms, are committed, creative 
communities that add extra value to the fandom and the object of their obsession 
(Booth 2010, 22). There are different forms of creating extra added value by 
creating fan-made content, such as fan fiction, videos, photo manipulations or 
simply by sharing content created by other fans or an official channels and this 
way creating buzz. According to Booth (2010, 87), this is part of the “web 2.0” 
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that in comparison with “web 1.0” is a dynamic interaction, and fan created online 
content becomes regular. 
By creating additional content connected to the original product, some scholars 
state that fans basically have founded a new, alternate “branch” of capitalism, 
called the  “gift economy” – the biggest difference between the two is, that while 
in case of capitalism the main driving force is money, in case of gift economy it is 
community building. In gift economy, fans exchange, mostly, fan generated 
content with each other for free, this way creating some kind of a social network 
of fans that could only come to life with the help of internet connection (Pearson 
2010, 87).  
Of course, a major issue with online fandoms is the problem of peer-to-peer file 
sharing. Online fan communities often use file sharing programs and webpages to 
share movies, television shows and music with each other many times much 
earlier than people outside the fandom. This, of course, in many cases leads to the 
decline of the sales numbers at the box offices or in case of the record shops and 
legal downloading sites like iTunes (Pearson 2010, 85).  
The violation of copyrights is just as current and as important issue in the world of 
online fandoms. However, these cases rarely make it to court. The biggest 
problem in this case is that fans often post and share other fan created content that 
contains non-transformed sound and video clips, images and music, as well as fan 
fictions that contain copyrighted words, names or characters – however in case of 
the latter, constant conversations are going on between fan creators and corporates 
to come to terms with the usage of these copyrighted words (Pearson 2010, 91).  
2.2.4 Usage of microblogs by fandoms 
One of the most often used social media sites are microblogs. Microblogs are 
similar to normal blogs, but the users mostly post short digital contents that could 
be photos, videos, links and pictures on a regular basis, maybe even several times 
a day.  The three most popular microblogging sites on the internet at the moment 
are, based on their Alexa ranking (as of 22 April 2014, Alexa.com/topsites): 
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Facebook (2 – even though Facebook is not strictly a microblogging site, but has 
its own microblogging feature), Twitter (8) and Tumblr (34).  
Fans often use social media to keep themselves up-to-date with the news in the 
fandom, to hear other fans‟ opinions about different questions or to see different 
content related to the topic, regardless of whether it comes from an official or 
from an unofficial source.  
Social media is a very sufficient source of information, as it is very easy to follow 
different channels, the information flow is constant and most series, movies, 
musicians, bands sports teams, writers etc. have their own official pages, where 
they regularly publish new information and the fans can follow them as well as 
initiate some kind of a conversation with them too. 
A considerable number of fans, especially fans belonging to the most popular, 
global fandoms are located on Tumblr, a microblogging site founded in February 
2007. Fans often choose to blog on this site, as they can follow other fan blogs, 
this way getting different kinds of information and content constantly round-the-
clock.  
However, the biggest “problem” with Tumblr is that only a few official blogs can 
be found. This is why many fans also use Twitter and Facebook, which are much 
more popular regarding official pages. Also, on these websites, the logo, 
certifying the legitimacy of the page can be found, and the number of followers is 
also indicated.  
2.3 Marketing 
This subchapter deals with the different marketing concepts, theories and 
practices related to marketing Business to Customer (B2C)– such as traditional 
marketing channels, different forms of online marketing, the Buzz and the 
important role that social media plays in B2C marketing communication. Another 
important point of the subchapter is linking the topics of previous two chapters 
(popular culture and fans) to the topic of marketing, and this way creating a new 
rudimentary theory that is going to be discussed in the empirical part of the thesis. 
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2.3.1 Marketing Channels used in B2C marketing 
Marketing products and services to end customers and consumers is just as -if not 
more- important for a company to succeed as marketing to their business partners 
in case of B2B relationships. To be able to successfully reach the potential 
consumers it is vital for the company to find and use sufficient marketing 
channels. 
Promotion is included as one of the basic elements of both the 4Ps of marketing 
mix (McCarthy, 1960) (Kotler 1999, 15) (Figure 1) which is one of the most 
widely used marketing tool in the world. The main goal of promotion is to raise 
awareness of product among targeted customers, and make sure that they stay 
informed about it for a given following period as well.  
 
Figure 1. Marketing mix elements – the “4Ps” 
There are several different channels of marketing that a company can use to 
promote their products or services – the complexity of these channels and 
methods is called the Promotional Mix (Figure 1).  
In case of B2C marketing, the most commonly used promotional techniques are 
(Kotler 1999, 15:16):  
 sales promotion 
PRODUCT 
Product variety, Quality, Design, 
Features, Brand name, Packaging, Sizes, 
Services, Warranties, Returns 
PROMOTION 
Sales promotion, Advertising, PR (public 
relations), Direct marketing, Sales force, 
Sponsorship, Online Avertising 
PRICE 
List price, Discounts,  
Allowances, Payment period,  
Credit terms 
PLACE 
Channels, Coverage,  
Assortments, Locations, 
 Inventory, Transport 
MARKETING MIX 
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 advertising 
 PR  
 sponsorship 
 direct marketing  
 The Internet.  
2.3.2 Online Marketing Channels 
As the internet is accessible for more and more people all around the world, just 
like companies promotion has also evolved to a new, global level. Today, because 
of the internet, companies have both the capacity and the required resources, as 
the costs of promoting online are considerably lower than the price of any other 
promotional tools, to advertise their products internationally and to find new 
clients whom they had never before had the opportunity to reach.  
The Internet offers several different channels to promote the brand, company or 
even the product. The most important, widely used and effective channels and 
methods at the moment are definitely Search Engine Marketing (SEM), social 
media, advertisement through embedded ad-windows on webpages and the so 
called „permission marketing‟ channels (e-mails, newsletters etc.) (Charlesworth 
2009, 176, 214)   
2.3.2a Search Engine Marketing 
Search Engine Marketing is an essential part of the online marketing processes of 
a company, and is an integrated part of Search Engine Optimization (SEO). 
According to several studies conducted in the past five years, approximately 75% 
of the search engine users will not go and see the found results on the second page 
of their search engine (Charlesworth 2009, 183-185). 
Based on the findings of the study on eye tracking in case of online searches done 
by experts from University of California, Cornell University and Google Inc. 
(Granka, Feusner & Lorigo 2008), people tend to focus their vision mostly on the 
first three items shown on the SERP (search engine results page). This is called 
the “Golden Triangle viewing”, as people look at the top results much more often 
and the lower results rarely – resulting in a triangle shape. 
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Figure 2. “Golden Triangle” on a heat map 
This is why it is very important to distinguish a company‟s website from their 
competitors‟, and place their webpage as early as possible among the search 
results. To help this process, the service SEO was introduced to companies as a 
solution to popularize their web pages. 
The idea behind search engine optimization is that a company can buy different 
search terms that would ensure them the higher ranking on the SERPs, and this 
way obtaining more customers (Charlesworth 2009, 183-185), and this way obtain 
more customers. Of course, the down side of this is that many different competing 
companies buy the rights for the same search term – this is why it is really 
important to not just invest into one-word phrases, but the company should create 
a much refined search term phrase that describes the services, products or the 
company itself much better (Charlesworth 2009,187). When using these so called 
„long-tail‟ keywords, the search frequency at the search engine becomes much 
lower, and the possibility of a customer finding the company is much higher 
(Charlesworth 2009, 188) 
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2.3.2b Online Ads 
Another very popular form of marketing on the Internet is online ads. Online ads 
can be divided into two main type based on where they are displayed and what the 
objectives of the ad are: the first possibility is text-only ads, and the second one is 
banner ads (Charlesworth 2009, 225). 
Text only ads (Charlesworth 2009, 225), as their name suggests contain only text 
without any pictures, and a link to the actual product or service the company is 
promoting. This group has two main types: text-link ads and stand-alone text ads. 
Text-link ads are usually displayed on websites, where the ad is not out-of-
context, meaning the topic of the webpage and the topic of the ad can be strongly 
connected to each other, while stand-alone text ads mostly appear on search 
engine result pages (Charlesworth 2009, 225). However, because of the fact that 
these ads are usually built into the actual content of the webpage, the ad might not 
seem genuine, as well as it might lower the user‟s perception of the website using 
this kind of advertisement. People often do not click on these kinds of ads, as they 
might have had a bad experience with these built-in links; in many cases these 
links are just scams, hoaxes and sometimes take the user to virus infected 
webpages (Charlesworth 2009, 226). 
The second group of online advertisements are the online display ads, previously 
also known as banner ads (Charlesworth 2009, 227). These type of ads were used 
very often in the middle of the 1990s, but their popularity dropped by the 
beginning of the new millennia.  
They, however, made a comeback in recent years, as their prices dropped, and due 
to the advancement of technology, these ads can now carry not only pictures but 
animations- gifs (Graphic Interchange Format) and flash formats, videos and other 
interactive elements that leads to the given webpage of the company. The most 
often used display ad types are usually animated, interactive, expanding, pop-ups, 
videos and floating ads (Charlesworth 2009, 228).  
Display ads are nowsoften used, as they catch the web users‟ attention easily, are 
relatively cheap and they can be displayed on basically any kind of a webpage. 
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These advertisements usually come in different sizes (measured with pixels), 
depending on where on the webpage they can be seen (Charlesworth 2009, 227): 
 originally in the banner of the page, but nowadays basically anywhere - 
called „standard‟ (with size 468 x 60) 
 on the top or bottom of the page - called „leaderboards‟ (with dimensions 
of 728 x 90) 
 at either or both sides of the webpage - called „skyscrapers‟ (that are either 
120 x 600 or 160 x 600 big) 
 framed by the text on the webpage (with size ranging from 300 x 250 to 
336 x 280) 
2.3.3 The importance of Social Media in B2C marketing 
Today the most commonly used and cheapest B2C online marketing channel is 
definitely social media. As of the fourth quarter of 2013, the four major social 
media sites had all exceeded the average 150 million monthly active users: 
Facebook had 1.23 billion (Our mission, facebook.com), Google+ was the second 
with 540 million (Googleblog.com), then Twitter with 241 (Garner, 2013)  and 
Instagram with 150 million (Press, instagram.com). According to recent 
speculations, because of the purchase of the popular mobile messenger application 
WhatsApp, Facebook is going to reach 2 billion monthly active users by the end 
of this year (2014) (Hof, 2014). 
 
Figure 3: Monthly active users of the most popular social media sites 
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Even though, an approximate 80% decrease in the number of Facebook users is 
predicted by the end of 2017, as we have seen it before (in case of MySpace) with 
the decline of a social media site, new ones are going to appear to replace them 
(Cannarella & Spechler 2014).  
Because of their extreme popularity, companies often choose to market their 
products and services through social media to their end-customers and consumers 
by either creating an official page for their brand, or by buying advertisement 
places either on the sidebar of the webpages or as an integrated part of the web-
content (just like in case of YouTube ads before the videos or as pop-up ads when 
a user visits the site from their tablet or smartphone).  
Most companies choose this type of marketing, as it amounts to relatively lower 
costs than most of the other marketing channels, information flows basically 
constantly from the firm to the end-user,  the company has the ability to initiate a 
closer relationship with its customers, and the customers can also get the feeling 
that they are included and that both they and their opinion matters – it is possible 
and much easier to form a solid base for brand loyalty and  ensure future business 
encounters.  
With the help of social media, companies are able to initiate some kind of 
conversation between them and their followers, and with these conversations they 
might as well start some kind of word-of-mouth or online Buzz among people. 
This communication process is much faster and more effortless than in case of 
communicating through other marketing channels.  
This way an evolved form of Basic Communication Model (Smith 2011, 123)  
was created, called the Advanced Web Communication Model: it contains the 
company (sender) and follower (receiver) conversation, as well as the 
communication (word-of-mouth and buzz) between the different users – who in 
this case can be both senders, channels and receivers (even though there is no 
final receiver because of the fact that they are going to pass the message on to 
other people) (Smith 2011, 128).  
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Figure 4: Web Communication Model 
In this new model (Figure 4), the feedback can get back to the sender much faster, 
the message can be transmitted through countless various channels, but the 
physical and psychological noise is much heightened because the high number of 
members in the process. It also includes the opinion leaders, however their role is 
not as important and inevitable as in the basic or in the multi-step marketing 
communication model. 
Another important feature of using social media platforms in business life is that 
the company can experience instant, first-hand reaction from their customers, as 
well as they are able to follow and measure the reactions in real time.  
Most social media sites and popular online services (like Google Analytics) offer 
at least one kind of reporting option (some of them, such as Facebook, Tumblr 
and YouTube offer a much detailed page that can help with tracking the 
popularity of the company‟s page, posts and audience), where it can be observed 
which posts have gained bigger popularity (either by likes, shares or comments), 
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from which part of the country or world people follow the page or how many of 
the subscribers/followers have seen a give post. This can save both massive 
amounts of money and time for the company.  
2.3.4 Word-of-Mouth and the Buzz 
Word-of-Mouth (from now on WOM) marketing can be just as important and 
helpful for spreading the word about a product or a service, as any other 
marketing channel managed and controlled by the company. 
The main idea behind WOM is that people talk. People talk for different reasons – 
because humans are social creatures “programmed” to talk (Rosen 2000, 39), to 
build new or maintain already existing relationships, to kill time, to get second or 
third opinions, to gain more (new) information about a specific topic and so on 
(Rosen 2000, 30-39) . By talking to each other, people build trust toward the other 
to some extent.  
WOM marketing is basically utilizing this trust – once the early adopters and 
opinion leaders get familiar with the product or services - which is still in the first 
quarter of the product‟s life cycle (Rogers 1962), they start spreading the word 
about their experience, regardless of whether it is positive or negative, thus 
creating WOM. Because of the above mentioned trust between people (it does not 
matter whether they know each other personally or only through some media 
channels) the users receiving the information consider it credible. 
In contemporary marketing strategies, one of the most relevant concepts is 
Marketing Buzz or simply the Buzz. According to Rosen (2000, 7), the Buzz is 
basically all the person-to-person, mostly online WOM about not only the brand 
but also a particular product or service. In Rosen‟s opinion, it is important that in 
case of the Buzz, the „freshness‟ of the product or service; it can be very helpful to 
already established products or brands as well (Rosen 2000,7).  
Even though the Buzz can be considered a marketing communication tool just by 
itself, it often supported by different kinds of mass media channels: television, 
printed media and especially the internet. One of the best example for online Buzz 
are viral videos – they become popular as opinion leaders start talking about and 
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sharing them on their social media sites or blogs, inviting people talk about and 
share it and in many cases the maker or the object of the object of the video gets 
picked up by the traditional channels of mass media, especially television; this 
way viral videos on YouTube can reach millions of views just in the matter of 
days. 
A very important characteristic of the Buzz is that it spreads in all directions. Just 
like in case of the Web Communication Model (Figure 4), there is no final 
receiver; everyone can be a channel, as people can forward the message basically 
any time during the process.  
In case of the Buzz, time is not as important as in case of most marketing 
channels. As it has been mentioned earlier, according to Rosen (2000, 8), the 
Buzz can be very helpful for building and improving both brand and product 
awareness at any given time, at any given point during the lifecycle of either of 
them. The only important thing about the Buzz is that there is something that can 
motivate people to talk about the product or the company. 
2.3.5 Hashtags 
Using hashtags on different social media and microblogging sites has become 
very popular by end of the first decade of the 21
st
 century. Using hashtags simply 
means, that when a person puts a hash symbol (#) in front of a relevant keyword 
or phrase (without using any spaces), it helps categorizing, following and 
searching for the given post or thread of posts on the site (Using Hashtags on 
Twitter, twitter.com The hashtag has been originally used on Twitter and Tumblr, 
however since the middle of 2013 it is also possible to incorporate hashtags into 
Facebook posts as well.  
Nowadays many companies use hashtags on their social media pages, this way 
trying to not only promote their products, but also trying to figure out what 
customers are most likely to react to. It also enables them to connect their pages 
on different social media platforms, this way trying to gain a bigger audience by 
introducing them to their pages on different sites (Vahl 2013). 
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However, when using hashtags as a marketing communication strategy, the 
marketer always has to keep in mind that people in different countries prefer 
different kinds of social media sites. For example in case of most European 
countries, people rarely use Twitter – the top five Twitter using countries in the 
world are: China, USA, India, Indonesia and Brazil (Smith 2013). This is why it is 
very important to choose the right kind of social media site for the purpose. 
Using hashtags can be a mean of starting a conversation with customers and fans, 
just by posting a specific word or phrase marked with #. Even though this might 
seem random for the receivers, it can set a specific track for where the 
conversation and the post thread could lead later.  
This is why it can be said that using hashtags when establishing B2C marketing 
communication can be seen as semi-controlled form of WOM or Buzz, as the 
sender only sets the direction for the conversation, and the sender can also follow 
it up through different methods, but cannot interfere in it.  
However, using people as a semi-controlled channel can not only be 
advantageous, but sometimes it can lead to major marketing fiascos as well. One 
of the most current examples for this was the New York Police Department‟s 
(NYPD) Twitter campaign that backfired. On 22
nd
 April 2014, the official Twitter 
page for the NYPD posted a tweet, where they asked people to tweet photos with 
police officers, saying: "Do you have a photo with a member of the NYPD? 
Tweet us & tag it #myNYPD." The aim of this campaign was to show the people 
a friendly side of the organization. The hashtag got trending worldwide very soon, 
however in a few hours, people started tweeting pictures where officers are 
wrestling or pointing guns at civilians without any proven provocation (NBC New 
York, 2014).   
This example shows the nature of this relationship between the company and the 
customers, especially the dependency of the company on the favourable reaction 
from the customers. If there are even a few people who have a negative opinion 
about the topic or the company, the whole marketing campaign can easily fail. 
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Figure 5. The original tweet by @NYPDnews 
Another great feature of hashtags is that both on Twitter and on Facebook, the 
popularity of given hashtagged words can be measured – this is called „trending‟. 
On Twitter, trending topics are determined with the help of a specific algorithm 
based on the volume and frequency of a given hashtag in a specific country or 
worldwide (Using Hashtags on Twitter, twitter.com). By getting a topic trending, 
more people are going to see it, and if the marketing communication strategy is 
implemented well enough, buzz is going to form around the topic. 
Even though many companies use hashtags for promoting their products, people 
often do not follow hashtags, as they think that the real purpose of hashtags 
(categorizing the messages for easier tracking) has been lost since the huge 
amounts of posts published every second on social media sites and it is impossible 
to follow the different hashtags, and hashtags have been overused (Victor 2013). 
This is why it is very important that a company finds a way to distinguish its 
messages among the constant flow of posts on their customers‟ social media 
walls. 
2.3.6 Utilizing fandoms as a marketing channel 
There are several ways to build fans and fandoms into the marketing process of 
popular cultural products. Most of these methods, of course, require some kind of 
representation on social media channels, as the internet connects people from all 
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around the world, and enables a fast pace change of information between the 
participants. 
First of all, fans can be utilized by asking or inviting them to post something in 
connection with the topic they are interested in. There are two empirical examples 
for this method: first is from the former Late Night with Jimmy Fallon (since 
February 2014 The Tonight Show Starring Jimmy Fallon), where the host, Jimmy 
Fallon every Wednesday posts a tweet with a specific hashtag incorporated in it, 
and invites watchers and fans to react to the post; on next day‟s show, the best 
responses are incorporated into a segment called “Tonight Show Hashtags”. Every 
week, the responses reach such volume that they get trending worldwide in the 
first hour (videos available on youtube.com).  
The second example is when on 23 November 2013, after broadcasting the 50
th
 
Anniversary episode of Doctor Who, with a total of 10.61 million viewers only in 
the UK, and broadcasted in 94 countries simultaneously (BBC 2013), BBC aired 
the first trailer for the third season of the hit series Sherlock. At the end of the 
trailer, a hashtag (#SherlockLives) was shown – this hashtag in five minutes after 
airing then became a worldwide trend (twitter.com). 
 
Figure 6: #SherlockLives is trending worldwide after 5 minutes (GMT+2) 
The second method is by offering fans and followers different prizes in return for 
sharing a specific post on their walls or by posting a tweet/status update of their 
own with a given hashtagged word in it. Of course, the scale of these campaigns 
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differ based on the size and popularity of the brand: a small band could maybe 
offer a CD, while a film production company promoting their latest, very 
successful movie franchise could offer a ticket for the premiere of the movie. 
Regardless of the size of these “giveaway” campaigns, it is crucial that the 
legitimacy of the competition remain intact and to try to ensure all the participants 
that it is not a hoax. 
The third possibility is providing the fans and fandoms special official content 
through a specific social media site that other people would only have the 
opportunity to access with a delay compared to the fans – this could be anything: 
a trailer for a new movie or song, discount for the official merchandise store, pre-
sale tickets for concerts etc. This way fans are much more willing to take part in a 
conversation like this and are more likely to spread the positive Buzz about the 
brand, as they are treated in a special way and they feel like they are essential part 
of the brand. 
Finally, the fourth option is generating buzz with the help of the fans through 
engaging with them in a conversation, sharing not only official promotional 
content, but also fan-made things. This way the relationship between the brand 
and the fandom is more natural and does not seem so forced.  
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3 EMPIRICAL STUDY 
The main goal of the empirical study is to find out what fans think about the 
information flow from the official channels about their favourite topics, and this 
way finding a marketing solution supplementing the already existing marketing 
strategies used by different companies. 
The Empirical Study chapter is divided into three main subchapters: Research 
Method, Reliability of the research and Methodology. All subchapters deal with 
different aspects of the empirical research, this way trying to form a well-rounded 
overview of the topic of academic researches. 
3.1 Research Method 
When structuring an empirical study, the first and most important task after 
choosing the research question is deciding on what type of a research method will 
be used to gather the needed information. The two main research methods are 
qualitative and quantitative methods.  
Both of these two types have their advantages that can help the researcher gather 
the most suitable data for their research. However, they can be used in case of 
research questions that are very different from each other at their core. 
First of all, the biggest difference between these two methods is that while the 
quantitative method focuses on getting a result that can be converted into 
numerical and statistical data, the qualitative method focuses on gathering more 
in-depth information in order to be able to find a solution for the research question 
However it is of course possible to quantify the results to some extent when using 
this method too (Ghauri & Grønhaug 2010, 104).   
When comparing the two methods based on the way of gathering data, in case of 
quantitative methods, the information is mostly collected through experiments, 
surveys and possibly case studies, while studies using qualitative method largely 
rely on gathering data through interviews, group discussions, historical reviews 
and maybe case studies (Ghauri & Grønhaug 2010, 107). 
35 
 
 
Another difference between the methods is the reason behind using them. 
Qualitative methods are usually used when with the help of the gathered 
information, the researcher would like to build up a new hypothesis (level 1 of a 
research), as this way they are able to gather in-depth data that can cover a loosely 
formulated question – the researcher can get to understand more of the 
background processes right from the people closely involved with the topic and 
this way can make a well-rounded conclusion in the end. On the other hand, the 
quantitative research method is often preferred over qualitative research method in 
cases, where the research question is very clear and asking for a specific (mostly 
short) answer from the respondents with the intent of testing already existing 
hypotheses drawn up previously (level 2 of a research) (Ghauri & Grønhaug 
2010,106). 
The research method used in this study is solely quantitative. Quantitative 
research method gives us the opportunity to interview a big group of people 
connected to the research topic, so that a close-to-reality picture of the opinion of 
the interviewees can be drawn in the end. The more responses can be gathered, the 
more the result can be generalized. It gives an overall idea about what the 
respondents think, and the format of the research also provides statistical data, so 
it is easier to get to a clearer conclusion. 
3.2 Reliability of the research 
The reliability and credibility of a research might be questioned based on different 
arguments. These threats to reliability can be divided into two main groups: errors 
and biases, and both of these threats can be divided into two based on who has 
made them: the participant/subject or the observer.  
Participant errors mean that the respondent had different factors influencing them 
indirectly in their answers for example their mood, while in case of participant 
bias, the respondent is giving a conscientiously altered answer because they might 
know what they are expected to say. Observer errors and biases mostly happen 
when several people are involved in conducting the questionnaires, and 
misunderstandings can happen: observer errors happen when the researchers ask 
the same question in different ways – inherently receiving different answers; and 
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observer biases occur by interpreting the same answer in different ways 
(Saunders, Lewis & Thornhill 2009,156-157). 
The above mentioned factors (especially observer error and bias) are mostly 
considered to be threats in case of qualitative researches – as researchers look for 
a more in-depth answer for their research question with questions requiring 
longer, well-rounded answers that might even cover different topics. These threats 
are called internal validity threats, as the main question they arise is whether the 
answers obtained inside the study are true or not (Ghauri & Grønhaug 2010, 63). 
The biggest threats for quantitative researches are considered to be external 
validity threats, where the question of whether the obtained results are valid 
outside the study (for example can the outcome be generalised) should be asked 
(Ghauri & Grønhaug 2010, 63). Among these external threats (such as test effect, 
instrumentation, maturation, logic leaps and false assumptions) (Saunders, Lewis 
& Thornhill 2009, 157-158), one of the most important is the problem of 
generalization.  
To be able to generalize the results of the research, the researcher has to be sure 
that the size of the sample of examined people is relevant compared to the total 
population of the group of people connected to the topic (Ghauri & Grønhaug 
2010, 63) (Saunders, Lewis & Thornhill 2009, 125). 
3.3 Methodology 
To be able to gather relevant and up-to-date data for this study, a 17 question long 
self-constructed questionnaire (Appendix 1.) was formulated to ask about the 
online habits and reaction to different means of online marketing of members of 
different fan bases. 
The questionnaire was published and made public on 30
th
 January 2014 on 
www.e-lomake.fi, an online questionnaire service provided to VAMK students. 
The questionnaire was available for everyone regardless of their location until 31
st
 
March 2014.  
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The link to the questionnaire was published on my own personal Facebook profile 
four times from the end of January through the middle of March 2014 and from 
these posts, different people have shared the link seven times in the consequent 
two weeks.  
An e-mail, asking for the help of fellow students and containing the link for the 
questionnaire, was also sent by Borbala Baki to the Study office of VAMK that 
forwarded it to all Business and Tourism students at VAMK. Finally, the link was 
published three times on my Tumblr page, and sent to 20 popular bloggers on the 
website.  
After publishing and sending the questionnaire to the above mentioned places, an 
approximate number of 200 replies were hoped for, even though it was clear that 
the response rate would definitely not reach the calculated margin of 
generalization.   
In case of this particular research, in regard of the vast number of fans online, it is 
basically impossible to determine the total population of the subjects connected to 
this topic, as people can belong to more than one (sometimes even more than five) 
fandoms at the same time. However, we can easily say that the number surely 
exceeds the margin of millions. This is why it is extremely crucial not to 
generalize the research results for the whole fan community. 
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4 RESULTS OF THE EMPIRICAL STUDY 
By the closing date of 31
st
 March 2014 altogether 249 answers were received on 
the e-lomake webpage. In this chapter the retrieved results of the questionnaire are 
going to be analyzed. The chapter is split into four subchapters in accordance with 
the four main chapters of the questionnaire: General Demography (Basic Info), 
Being a fan, Marketing through fans and Hashtags. 
4.1 General demography 
In the first section of the questionnaire the respondents were asked to provide 
basic information about themselves so that it would be able to categorize the 
responses and also to be possible to conduct more research based on, for example, 
the age or occupation of the respondents in the later questions of the survey. 
First, the ratio of the respondents‟ gender is going to be discussed. The majority of 
the respondents were female with 162 accounting for 65% of the total sample, 
while 35% were male. 
In case of the second question the respondents were asked about their age. The 
possibilities they could choose from were based on different life stages and 
employment situations: <14 – childhood/primary school student, 15-19 – 
adolescence/high school student, 20-24 – young adulthood/university student, 25-
29 – middle adulthood/entry level employee, 30-35 – middle 
adulthood/established career, >35 – middle adulthood and late 
adulthood/established career (Erikson, 1950). As the age limit for using social 
networks is in most cases 13, it was expected that the number of responses from 
this age group is going to be either very small or no responses will be gathered at 
all.   
The majority of the respondents belong to the age group between 20 and 24, 49% 
of the total sample. The second most popular age group was the group of people 
over 35 with 23%. This considerable difference in numbers was both expected 
and surprising at the same time. It was anticipated, as the survey was shared with 
mostly students, through the group e-mails and Facebook, and surprising, as the 
age group of 20-24 covers only a time spam of four years of age difference while 
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the over 35 easily covers ten times this number of years and as people today use 
the internet also at an older age. The third and fourth age groups are only one 
respondent apart: while 25-29 had 11,2%, the group 15-19 had 10,8% of the 
respondents. The smallest age group was people between the age of 30 and 34, 
with only 6%as shown in Figure 7. 
 
Figure 7. Age distribution of the respondents 
The above mentioned results that reflected on the age and life stage of the 
respondents were verified by the results gathered through the question about the 
occupation of the respondents in question 4. 62 % of the sample stated that they 
are students - which nearly adds up as the number people between the ages of 20 
and 24, the ages when most people go to universities and colleges and the number 
of respondents between the ages of 15-19 that is the age when people attend high 
school. The reason behind the slight difference between the numbers of the two 
compared groups is the fact that not all young adults attend higher educational 
institutes, while there are some people in middle adulthood do so. In fact, among 
young adults, only 62% of the people stated that they are currently enrolled as 
students, while the rest either have a job or are unemployed and 20 people from 
older age groups said that they are students. Only 2% in total responded with “I‟m 
currently unemployed”. The rest of the respondents are employed either part (only 
8%) or full time (28% of total responses).  
 
10,8% 
 
49% 
11,2% 
6% 
23% 
15-19
20-24
25-29
30-34
>35
40 
 
 
 
Figure 8. Distribution of respondents based on their occupation 
In regard of the location of the respondents in question 3, the absolute majority of 
the received answers came from Europe with 84.7% of the total responses. This is 
of course not, surprising as the questionnaire was mostly shared with people 
living in Europe, mostly Finland and Hungary.  
 
Figure 9. Distribution of respondents based on their location 
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4.2 Being a fan 
In the second part of the questionnaire, the respondents were asked four questions 
about their attitude towards being a fan and their possible affiliation with fandoms 
and fan bases. 
In the fifth question of the survey, the respondents were asked whether they 
belong to a fandom or not. The majority of the respondents (63%) answered that 
yes, they belong to at least one fandom, while 37% said that no, they do not 
belong to any fandoms, but they are a fan of something. A third option, stating 
that “No, I am neither a fan or member of a fandom” was not offered, as it was 
previously in the introduction explicitly state that only people who feel like they 
are fans of something should fill the form – this was stated as a way to avoid 
gathering invalid and biased data. 
When in the 6
th
 question, the respondents were asked about the number of 
fandoms they belonged to, the majority, with 60% said that they were associated 
with 1 to 3 fandoms, while the least people, 7%, state that they belong to more 
than 7 fandoms or fan bases at the same time (Figure 10). 
 
Figure 10. ”How many fandoms or fan bases do you belong to? 
In the 7
th
 question, the respondents were asked about what they think the size of 
the fandom/s they belong to or fell closes to. Three possibilities were given that 
the respondents could choose from: small with a few hundred people, medium 
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with a few thousand followers and large/global with hundreds of thousands or 
even millions of followers.  
According to the gathered information, the sample could be divided into three 
groups with nearly having exactly the same amount of people in them, as the 
biggest difference between the population of two groups was only 3,6%. Most 
people think that they belong to a medium sized fan base, 32,9% of the  
respondents think that they are mostly associated with global fandoms, and 31,7%  
feels cloest to small fan bases. 
The 8
th
 question of the questionnaire was about the involvement of the 
respondents in the life of their fandoms and fan bases. The majority, 64.7% of the 
respondents stated that they are only simple fans enjoying the content of the thing 
they like, and they do not do anything in order to evolve the community. 28% said 
that they like to share both fan created and official content related to the topic, and 
only 7.3% said that they contribute to the fandom by creating fan art whether it is 
fan fiction, videos, pictures, graphic art etc. 
4.3 Marketing through fans 
In this section of the questionnaire, the respondents were asked about their habits 
of following the news connected to their topic of interest, about media and 
information channels and about spreading the word about the topic. 
When in question number 9, the respondents were asked about how they have 
heard about the thing that they are a fan of now, 33% of the people said, that they 
have heard about it from a friend. The second most popular way of discovering a 
new topic among the respondents was through social media as 19% of the 
respondents chose it.  These results clearly show that even though in our 
technological era, people often use the internet to gather information, but the Buzz 
and the trust towards a friend and actual personal connections can have a much 
stronger effect on a person. 
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Figure 11. ” How have you heard about the thing you are a fan of now?” 
When merging the results of the question about the size of the fandoms and the 
question of how the person heard about the thing they are a fan of right now 
(Table 1 - Appendices), it can be clearly seen that people have heard about it from 
their friends mostly in case of medium and small scale fandoms (as the popularity 
of the product can be measured through the amount of fans they have), and 
television and social media helped spreading the word successfully in case of 
things with global popularity. 
This shows that products that have already established popularity and fan bases 
might get more public coverage on television and on the social media sites most 
possibly sponsored by the company, , while information about products with 
smaller fandoms usually spread through personal interaction and WOM.  
These figures also show well that people today do not buy printed media as often 
as they used to, and only a small number products are advertised there, as it is not 
as profitable for big companies to market their products in printed media as it is 
online and on television. However, blogs and microblogs are also on the bottom 
of the list, showing that people trust their well known, personal friends more than 
a person writing blog posts, who might be paid for doing so. 
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Figure 12. Comparison of influential sources based on the size of the fandom 
The 10
th
 question asked about how the respondents get their information about 
their topic of interest. 59% of the respondents chose social media, which is an 
understandable choice, as companies often use social media sites for promoting 
their product through creating an official page that fans can follow.  
Through social media, fans can get first-hand, official information several times 
throughout a week or even a day, when something important or new is happening 
in connection with the product. The least popular media channels in case of 
gaining information about the topic is through magazines and television – 
obviously, these two, traditional media channels cannot keep up with any of the 
electronic media channels, as they can only provide limited amounts of 
information about the topic and they are not  as up-to-date as the online media. 
 
Figure 13. Sources of information  
0%
10%
20%
30%
40%
50%
60%
70%
80%
90%
100%
large/global
medium
small
0%
10%
20%
30%
40%
50%
60%
70%
 Social
Media Sites
Official
websites
Blogs Other TV/Radio Magazines
45 
 
 
When making a crosstabulation (Figure 14) between this question and the size of 
the fandoms, it is evident that social media is nearly equally popular in case of all 
three sizes of fandoms. Interestingly, official webpages are popular among fans of 
products with small fandoms, while blogs are often used for getting information 
among medium size fandoms. Of course, the reason behind the popularity of 
social media in all three fandom sizes is simple: it is available for most people, 
cheap, companies can reach bigger crowds, and the multi-sided information flow 
is constant. 
 
Figure 14. Comparison between popularity of information sources in different 
size fandoms 
When the respondents were asked about how often they usually share official 
content, coming from official and related channels on social media sites in 
question number 11, 59% of the respondents said that they only share a specific 
post when it is something that catches their attention, and they find it interesting. 
24.1% said that they never share any posts coming from an official channel, while 
13.67% stated that they share posts whenever they find one that is new for them 
and they have never seen it before. Finally, only 3.2% of the respondents chose 
the option of “every time they post something”. 
In the next, 12
th
 question, the respondents were asked whether they are satisfied 
with both, neither or either with the quality of the information they receive 
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through official social media sources.  The vast majority, 61% of the responses 
comfirm the fact that most people are satisfied with both the quality and the 
quantity of the information they get through these channels. The rest of the people 
in the sample answered with that they are satisfied with the quality but not the 
quantity (20%), that they are satisfied with the quantity but not the quality (12%), 
an only 7% of them stated that they are not satisfied with either of them (Figure 
15).  
 
Figure 15. Satisfaction with quality and quantity of information from official 
sources 
When a crosstabulation (Figure 16) was made between the source of information 
and the satisfaction with the quality and quantity of the information, it is clear that 
people are satisfied with both quality and quantity of the information acquired 
through online channels (especially in case of social media) nearly double as 
many as fans who are not satisfied with one of the features. A possible reason for 
this would be that companies are aware of the fact that many fans can connect to 
them through social media, and they would like to provide fans constant, high 
quality information in order to keep the fans‟ attention on their product. 
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Figure 16. Satisfaction with information quality and quantity in case of different 
information sources 
The last two questions (question 13 and 14) in this segment of the questionnaire 
were closely related to each other. These questions asked whether the respondent 
knows somebody who either 1, found the topic of their interest through social 
media or 2, was introduced to by a friend who has been a fan of it beforehand. In 
case of the first question, 44% of the people said that they do not know anybody 
who became a fan this way, while 56% stated that they know someone whom the 
description fits.  
To the second question belonging to this theme, the majority of the people, with 
44%, responded saying that they know somebody who was introduced to the topic 
this way. Interestingly, exactly the same number of people, 28-28% chose the 
option that they do not know anybody who was introduced by a friend, or the 
option saying at least one person who was introduced by them to the topic. The 
final results show an overwhelming majority (72%) of people who know 
somebody who got introduced by another fan.  
These results shows well how much more people trust the opinion of people close 
to them, and that how well the trust mentioned in the literature review helps the 
information flow in case of WOM marketing.  
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4.4 Hashtags 
In the fourth, final part of the questionnaire people were asked about their attitude 
towards hashtags, as well as about their habits of using hashtags on different 
social media sites. The respondents were asked three questions that are connected 
to this theme. 
In question number 15, the respondents were asked about their opinions on the 
usefulness of hashtags on social media sites.  The majority of the responding 
people, 32%, chose the option that they feel neutral about the importance of 
hashtags. The fact that they feel neutral about hashtags is a positive thing, as they 
do not yet have negative feelings towards them, meaning that in the future it is 
possible to convince them about the advantages of the hashtags and even 
encourage them to use them in the future on different social media sites. The 
second most popular option was “I really like the idea behind it, but hashtags are 
getting overused” with 26% and it correctly reflects the opinion mentioned earlier 
in the theoretical part of the study, saying that hashtags are “losing their value”, as 
people use them in too many cases, even when it is not necessary, and/or not 
connected to the post itself. 
 
Figure 17. ”Do you think using hashtags (#) is an efficient way to spread 
information fast?” 
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The 16
th
 question was about how often the respondents use hashtags on different 
social media sites. 55% of all respondents said, that they never use hashtags, while 
only 1,6% said that they use hashtags on every social media site, whenever they 
post something (Figure 18).  
  
Figure 18. “Do you often use hashtag when sharing something about a topic 
connected to the thing you are a fan of?” 
When this data is merged together with the data gathered on the location of the 
respondents (Figure 19), it can be seen clearly that people saying that they never 
use hashtags are from Europe. This shows a strong connection to the statistics 
showed in the theoretical overview, where it was stated that no European 
countries are among the top 5 countries that use Twitter, therefore the “tradition” 
of tweeting and using hashtags is not as popular in Europe as it is in the United 
States. This implies that in case of Europe, Twitter is most possibly not the most 
popular social media site, which means that because people never use hashtags, 
and therefore it might be less advisable to focus on marketing through Twitter in 
Europe, but through other social media channels instead. 
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Figure 19. Hashtag usage in case of European respondents 
Finally, the last question aimed to learn more about the habit of reacting to 
hashtags previously seen on different promotional products, such as trailers, music 
videos or vlogs  (video blogs) by publishing a post on any kind of a social media 
site, marking the post with the previously seen hashtag.The answers show that 
60% of the respondents never react to the hashtags that they see online, 36% said 
that they only react to these hashtags when they are about some kind of interesting 
news or about a new piece of information they have never heard before, and only 
4% said that they always react to these promotional hashtags.  
The fact that people do not react to promotional hashtags can result from two 
things: the first option is that they do not react to promotional hashtags, simply 
because they do not use hashtags at all or the second possibility is that they do not 
find the information/posts marked with promotional hashtags interesting enough 
for them to react to them. 
To gain more information about the social media habits of the respondents, a 
crosstabulation (Table 5 - Appendices) was made by merging the results from the 
second and the third question in this section of the questionnaire. From these 
merged results, it became clear that most of the respondents never react to any 
kinds of hashtags, and they do not even use them in general at all (Figure 20).  
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Figure 20. Combination of hashtag usage and frequency of reacting to 
promotional hashtags 
However, just because people rarely use hashtags, it does not subsequently mean 
that they will not react to hashtags seen in promotional ads or content. Some 
people tend to use hashtags every once in a while as well as they only react to 
promotional hashtags when they find the information either interesting or new. 
This can mean that these promotional hashtags should be embedded in posts 
containing fresh and interesting content, this way encouraging these “undecided 
customers” to engage with the online promotion of the product/brand. It is easy to 
track what kind of information most people consider interesting, as it is possible 
to follow the thread of hashtags started by the company, also the shares/retweets 
can be easily followed and thirdly the traffic on the official page of the company 
after publishing a post can signify whether the post successfully reached the target 
group or not. 
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5 CONCLUSION AND DISCUSSION 
In the final chapter of the thesis, the findings of the empirical study and the 
findings of the literature review are compared as well as some constructive ideas 
for companies trying to market popular cultural products are discussed. Also a 
suggestion is made for future research studies in this field. 
5.1 Theory vs Empirical Study 
In the literature review of the thesis, several different types of B2C marketing 
strategies were listed as possible methods for promoting pop-cultural products, 
such as movies, bands, television programs etc. Three very important methods 
were listed: marketing through social media and using hashtags, marketing 
through WOM and buzz, and finally marketing through fans.  
Marketing through social media hugely relies on the activeness of the followers, 
as even though the company might provide quality information and is very active 
on the social media sites, if they do not gain followers who could interact with 
them and help building the brand, social media can be just as unsuccessful as any 
other marketing tool. Based on the findings of the empirical study, fans mostly get 
their information about their topic of interest from different social media sites, as 
it is very convenient to use social media because of the frequent updates, and first 
hand engagement with the company or brand. However, social media pages are 
mostly popular among established fans who are already familiar with the topic 
and need no introduction to it.  
A very important segment of social media is using hashtags. Originally these 
symbols were meant to distinguish posts and to enable easier tracking and 
counting of posts related to a specific topic, company or brand. It was also a very 
significant feature of hashtags that companies were able to initiate conversation 
with their fans and through the hashtags they were able to steer it in a direction 
that was advantageous for them - this is how it is possible to use fans and 
customers as a semi-controlled WOM channel. 
According to the findings of the study, however, the respondents clearly stated 
that the majority does not use hashtags on social media sites, and most do not 
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react to promotional hashtags at all; many of them think (just as stated in the 
literature review) that hashtags today are greatly overused, and they see no point 
in using hashtags when posting something as it most possibly is going to get lost 
in the sea of similar posts. At the same time, there are people who said that they 
do sometimes react to promotional hashtags, however only in cases when there is 
either some very interesting piece of news ora  fresh piece of information. A great 
opportunity for companies would be to utilize the opportunity hidden in these fans 
by tracking what people find interesting (based on page view traffic, number of 
shares/retweets and comments) and providing the same type of information to 
them. Also,  companies should consider the location of their followers and fans, as 
in many parts of the world (for example countries in Europe) using Twitter and 
hashtags does not have the same established culture as in, for example, the United 
States, and considerably less people are present on this social media site. 
The second possible marketing strategy mentioned in the literature review was 
marketing through WOM and Buzz. These are very popular methods among 
companies and the fans are also willing to take part in it. According to the results 
of the empirical study, the majority of the respondents stated that they have been 
introduced to their topic of interest by someone who has already been a fan of the 
product beforehand, as well as they have known at least one person who was 
introduced by a fan. The reason behind this massive number of answers is that 
people trust their friends more than a person or company that they are not 
associated with personally.  
In the future, in order to gain more followers and fans through WOM, a company 
or a brand should focus on establishing a good relationship with their already 
existing fans, who this way could spread the word about them among their 
friends. A good relationship with fans is usually obtained through starting a 
separate conversation with them on a social media site where mostly fans are 
present, like Tumblr, providing them official information, giveaways etc. that is 
offered explicitly only for fans who are using the given platform and following 
the official page – this way trying to express how important they are for the 
company, and that their love for the product is noted and appreciated.  
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Finally, the last option was marketing through fans. This option basically merges 
the above mentioned three strategies, as fans can be used as a semi-controlled 
WOM both in real life and online. In real life if the fan has a positive attitude 
towards the marketing activities of the company, he or she can tell about it to their 
friends, this way promoting it in their personal lives. Fans can also serve as semi-
controlled marketing channels online, as they can share different posts, both 
official and fan create, on different social media sites. 
However, the most important thing in case of marketing through fans is that a 
company should always keep in mind that fans are also customers, thus the 
company should never take them for granted. A company should always provide 
high quality and quantity of information to their followers, and should treat their 
real fans with extra attention, otherwise they will not be satisfied and they might 
start spreading bad WOM and buzz, and as it is commonly known it is ten times 
harder to get a new customer/follower than keeping an old one.  
It is advised for every company, let it be one offering consumer, industrial or 
cultural products to consider all the above mentioned possibilities, see how they 
are operating at the moment, how they are communicating with their 
customers/followers/fans (if they do at all), and always consider how they would 
react to different marketing strategies based on their experience and on the points 
mentioned earlier. 
5.2 Reliability and validity of the research 
As it has been already mentioned earlier in the chapter on Methodology in the 
thesis, for a research to be relevant it has to meet different criteria.  
In case of this study the validity is threatened by one of the most important 
aspects that is the size of the sample. Even though a relatively big number of 
responses was gathered for this research, unfortunately the number is still not big 
enough to draw a very firm conclusion on the topic. Also, this amount of 
respondents does allow generalization the result on the entire population of 
fandoms, as first, it is impossible to define the total population of fans globally 
and secondly, it is certain that the above mentioned and analyzed 249 respondents 
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do not make the majority of the total fan population of the world. This is why it is 
crucial not to generalize the results of the research to the whole population of the 
fandoms. 
The problem with both participant and observer errors and biases is in this case 
basically irrelevant, as the study used a quantitative research method, where the 
participants had to choose from well-defined options in connection with a topic 
that is connected to their everyday lives, while there was only one observer to 
analyze the results, this way the possibility of misunderstandings is eliminated. 
5.3 Suggestions for future researches 
As it has been mentioned several times earlier in the thesis, this empirical study is 
very limited and should not be generalized, as the number of fans online is vast, 
an in this study only 249 people were included. 
The first suggestion would be, of course, to either conduct a similar study on a 
much bigger sample – that has a relevant ratio compared to the total population of 
fandoms, or to conduct the study on specific fandoms and fans – this way a more 
realistic view on the willingness of fans to participate in the marketing process 
can be reached where companies would know exactly what their fans expect of 
them and in what marketing strategies are they willing to take part, as well as the 
total population of one fandom is much smaller than  the population of all fans 
and therefore it is easier to reach them. 
The second suggestion would be to make a study where all the continents are 
equally presented, or are presented in ratio with their actual population, this way 
being able to draw a realistic connection between the actual population and users 
of social sites or fans. 
5.4 Summary of the Thesis 
The main aim of the thesis was originally to draw up new ways of marketing 
popular cultural products through fans by combining the already existing B2C 
marketing strategies most commonly used by companies in practice and the 
opinion of fans about marketing through fandoms. 
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With the help of this study it was discovered that the strategies that companies 
already use are in fact good and successful, even from the fans‟ point of view. 
 However, companies should start focusing more on the opinions of the fans in 
order to improve their B2C marketing operations, an should consider developing 
some of the strategies they have been used - for example hashtags - to a more 
sophisticated version and this way they could get fans into cooperating with them. 
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APPENDICES 
Appendix 1. Questionnaire 
Involvement of Fans and Fandoms in the Marketing Process 
Nowadays nearly everything has fans or a fanbase, let it be a sport club, a 
television series, a movie, a book, a comic, a video game, a city, a band or a 
singer. You name it. In many occasions these fans exist not only as individuals, 
but they often form fan bases or fandoms (a realm ruled by fans of something), 
where they create additional value to the original interest. 
Fans can be very helpful for a brand or a company to promote their products or 
services - they care for the topic of their interest, can spread the word about it 
(both bad or good) for free and they can give a feedback to the company about 
what they did or did not like about their favourite product. 
Basic Info  
1, What is your age? 
a) <14 
b) 15-19 
c) 20-24 
d) 25-29 
e) 30-34 
f) >35 
2, What do you identify yourself as? 
a) Female 
b) Male 
3, Which continent do you live on at the moment? 
a) Europe 
b) North America 
c) South America 
d) Africa 
e) Asia 
f) Australia and Oceania 
4, What is your current occupation? 
a) I'm a student 
b) I have a part-time job 
c) I have a full time job 
d) I'm currently unemployed 
Being a fan  
5, Do you consider yourself a member of a fandom or a fan base? 
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a) Yes, I am a member of at least one fandom 
b) No, but I consider myself a fan of something 
6, How many fandoms or fan bases do you belong to? 
a) 0 
b) 1-3 
c) 4-6 
d) >7 
7, What do you think about the size of the group you feel most connected to? 
a) They are usually small fandoms, with only a few hundred people 
belonging to it 
b) In most cases, the fandoms I belong to are quite well known, with some 
thousands of followers 
c) I feel connected mostly to global fandoms, with hundreds of thousands 
(maybe even millions) of followers 
8, How do you take your part out from being in the fandom? 
a) I am just a simple fan, enjoying the content 
b) I like to share official and fan created news/content related to the topic 
c) I contribute to the fandom by creating fan-art (fanfiction, fan videos, 
pictures, graphic art etc) 
Marketing through fans 
9, How have you heard about the 
series/book/game/movie/comic/cartoon/band etc. you are a fan of now? - 
Choose the one that applies to you most 
I have heard about it from a friend  
I have read about it in a magazine  
I have seen something about it on TV  
I have seen it on an online newsfeed  
I have heard about it through a social media channel (eg. Facebook, Twitter, 
Instagram)  
I have seen it on a blog/microblogging site (eg, Blogspot, Tumblr)  
Other  
10, What platform do you use most often to get information and keep up with 
the happenings in the fandom(s)? 
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Social Media Sites (Facebook, Twitter, Instagram etc.)  
Blogs (Tumblr, Blogspot.com, Wordpress.com etc)  
Official websites  
Magazines  
TV/Radio  
Other  
11, How often do you share/reblog/re-tweet etc information from the official 
and related channels? 
Only when they post something about the topic, that I find interesting  
When I see a piece of new information/picture/video I have never heard of or 
seen before  
Every time I see that they have posted something  
Never  
12, Are you usually satisfied with the quality and quantity of the information 
you get through these (official) channels? 
I am satisfied with both the quality and quantity of the information in most of 
the cases  
I am usually satisfied with the quality, but not the quantity  
I am usually satisfied with the quantity, but not the quality  
I am not satisfied in most of the cases with either of them - there is a huge 
place for improvement  
13, Do you know anyone who has been introduced to a fandom through social 
media? 
 
No, I know nobody like this  
Yes, I know someone who became a fan this way  
  
14, Do you know anyone who was introduced to the thing you are a fan of by 
someone else, who has been a fan already? 
 No, I know nobody like this  
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Yes, I know someone who became a fan this way  
Yes, I know at least one person who was introduced to it by me  
Hashtags  
15, Do you think using hashtags (#) is an efficient way to spread information 
fast? 
 
It is a very good way to spread information, as it is easy to follow through 
and search for specific topics  
I really like the idea behind it, but hashtags are getting overused nowadays  
I don't like hashtags, as even though they connect my message to the flow of 
a topic, the flow is too big and my message 'gets lost'  
I don't think so, because I see no point in using them  
I feel neutral about hashtags  
 
16, Do you often use hashtag when sharing something about a topic 
connected to the thing you are a fan of? 
 
I never use it  
I rarely use hashtags  
I use it only when Tweeting  
I use them only when I'm posting something on Tumblr  
I use them every once in a while on some of the social media sites I'm a  
member of  
I always use hashtag in everything I post on social media sites  
  
17, Do you react (tweet, post on Tumblr etc.) to any hashtags that are shown 
in a music video/trailer/vlog/post by the official social media page of the topic 
you are a fan of? 
 
I never do  
I only react to it when it is about an interesting news or piece of new 
information  
I always react to them  
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Appenix 2. Cosstabulations 
 
Table 1. How have you heard about the thing you are a fan of now? * What do 
you think about the size of the group you feel most connected to? Crosstabulation 
 
 
 
 
 
 
 
 What do you think about the size of the group 
you feel most connected to? 
Total 
 
small medium large/global 
 
How have you heard about 
the thing you are a fan of 
now?  
From a friend 26 32 18 76 
In a magazine 8 5 1 14 
On TV 12 14 18 44 
Online newsfeed 7 5 8 20 
 Social media  9 16 22 47 
Blog/microblog 3 4 4 11 
Other 14 12 11 37 
Total 79 88 82 249 
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Table 2. What platform do you use most often to get information and keep up 
with the happenings in the fandom(s)? * What do you think about the size of the 
group you feel most connected to?  Crosstabulation 
 
 
 
 
 
 
 
 
 
 What do you think about the size of the group 
you feel most connected to? 
Total 
small medium large/global 
What platform do you 
use most often to get 
information and keep 
up with the 
happenings in the 
fandom(s)? 
 Social Media Sites  
27% 34% 39% 
147 
Blogs  
24% 41% 35% 
34 
Official websites 
45% 33% 21% 
42 
Magazines 
60% 20% 20% 
5 
TV/Radio 
33% 50% 17% 
6 
Other 
47% 40% 13% 
15 
Total 79 88 82 249 
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Table 3. What platform do you use most often to get information and keep up 
with the happenings in the fandom(s)? * Are you usually satisfied with the quality 
and quantity of the information you get through these (official) channels?:   
Crosstabulation 
 Are you usually satisfied with the quality and quantity of the 
information you get through these (official) channels?: 
Total 
I am satisfied 
with both the 
quality and 
quantity  
I am usually 
satisfied with 
the quality, but 
not the quantity 
I am usually 
satisfied with 
the quantity, but 
not the quality 
I am not 
satisfied in 
most of the 
cases with 
either of them 
What platform do you 
use most often to get 
information and keep up 
with the happenings in 
the fandom(s)?: 
 Social Media Sites  87 29 20 11 147 
Blogs  22 9 2 1 34 
Official websites 26 9 3 4 42 
Magazines 2 2 1 0 5 
TV/Radio 5 0 1 0 6 
Other 9 2 2 2 15 
Total 151 51 29 18 249 
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Table 4. Do you often use hashtag when sharing something about a topic 
connected to the thing you are a fan of?  * Which continent do you live on at the 
moment? Crosstabulation 
 
 
 
 
 
 
 
 Which continent do you live on at the moment? Total 
Europe North 
America 
South 
America 
Africa Asia Australia 
and 
Oceania 
Do you often use 
hashtag when 
sharing 
something about 
a topic connected 
to the thing you 
are a fan of?: 
I never use it 124 5 1 0 8 0 138 
I rarely use hashtags 42 9 0 0 3 0 54 
I use it only when 
Tweeting 
18 3 0 0 0 1 22 
I use them only when 
I'm posting 
something on Tumblr 
6 0 0 0 0 0 6 
I use them every 
once in a while on 
some of the social 
media 
18 2 1 0 4 0 25 
I always use hashtag 
in everything I post 
on social media si 
3 0 0 1 0 0 4 
Total 211 19 2 1 15 1 249 
 Do you react to any hashtags shown in a promotional 
tool? 
Total 
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Table 5. Do you react to any hashtags shown in a promotional tool? * Do you 
often use hashtag when sharing something about a topic connected to the thing 
you are a fan of? Crosstabulation 
 
I never do I only react to it 
when it is about 
something 
interesting /new 
I always react to 
them 
Do you often use hashtag 
when sharing something 
about a topic connected to 
the thing you are a fan of?: 
I never use it 113 24 1 138 
I rarely use hashtags 26 27 1 54 
I use it only when Tweeting 5 13 4 22 
I use them only when I'm 
posting something on Tumblr 
1 4 1 6 
I use them every once in a 
while on some of the social 
media sites 
5 19 1 25 
I always use hashtag in 
everything I post on social 
media sites 
0 3 1 4 
Total 150 90 9 249 
